The importance of the mobile phone is evidenced by predictions that there will be 1. 76 
are 207 million mobile users in the US ("CTIA Semi-Annual Wireless Industry Survey", 2006) .
Today mobile phones are used by threequarters of the world's inhabitants, but the words to describe it and etiquette of how to use it differ starkly across cultures.In the UK, it is called a mobile, in the U.S. cell phone, in Latin America cellular, in Japan keitai (portable), in China shou-ji (hand machine), in Bangladesh muthophone (phone in the palm of your hand), in Sweden nalle (teddy bear), in Israel Pelephone (wonder phone) and in Germany a handy.The most recent Lemelson-MIT Invention Index survey found that 30% of US adults rate the cell phone as the invention they "hate the most, but can't live without" This exploratory study investigated usage patterns of, and attitudes about, cell phones among university students in a mature market (United States) and a rapidly growing new market (India) by surveying students in each country. Key findings from the study include similarities in the usage of phones to communicate with others and in the perception of mobile phone usage in public settings and differences in the use of text messaging and opinions regarding driving and mobile phone usage. Overall these results suggest students in India use mobile phones differently from their American counterparts.
The products and services Indian students tend to choose represent their self-image. They are comfortable with technology and most of their socializing take place online. Their mobile devices are a part of their personal selves and a mobile telecommunication service that connects them with the world and people around them is a vital companion to them. Due to their lack of commitments, these young people tend to spend more for their mobile lifestyles. More than 70% of them cannot do without their phones as they believe it expresses their identity. They also use their mobile devices to communicate in many different ways. For example, in Britain, over 30% of them use their mobile phones to surf the internet and text their friends. In Asia, the forecast is that these young mobile users will spend over US$13 billion on data services including mobile TV and surfing the web.
Literature Review
The cultural background can influence the way technology is perceived, adopted and used. Despite the global nature of the adoption of mobile technologies, there are only a few studies which have investigated the cross-cultural aspects. An early study conducted by Aoki and Downes (2002) which used focus group (qualitative) and survey (quantitative) to study the usage of cell phones among student. This study suggests these individuals use the devices for a variety of purposes: to help them feel safe, for financial benefits, to manage time efficiently, to keep in touch with friends and family members, et al. This study was conducted in the United States (among students of North East University in Dec 2001) with a sample size of 137 respondents.
The literature review of other studies conducted in this area also shows the significant societal influence that usage of mobile phones has on a culture. For instance, in 1997, James E. Katz, a prominent US researcher studied the social aspects of mobile communication and its possible effects upon people. In his study he identified, several levels of effects of such a technology: namely ''firstorder effects,'' direct effects that are immediately perceived by users; ''second-order effects,'' indirect effects that are ''experiences or feelings that people have or may observe in others' ' (Katz, 1997, p. 235) and ''third-order effects,'' the least direct effects that are observed not by users of the technology but by outside observers who study the effects of the technology upon the society in general. Katz listed uncertainty reduction, personal security, and personal efficiency, as the first-order effects of wireless communications on personal lives; tighter coupling of domestic production, information immediacy, and being in contact with the second-order effects; and social interaction, social control, and innovative uses or unanticipated usage as the third-order effects. In another study by Palen (2002) , the difference between the initial intention and the actual nature of cell phone was studied. Initially, the perception about the use of a cellphone in public places was overwhelmingly negative. However, they noted that new users over a period of time became more accepting of the use of mobile phones in public places. Palen (2002) found that people initially adopted cell phones for safety/security and ''business'' or job-related reasons, instead of social reasons but found that later on the use of their cell phones for sociable interactions had become very important over a period of time.
These interactions may not even be the traditional voice-based interaction Palen [5] discusses how mobile phones allow individuals to maintain connectedness and expand the scope of their activities beyond what was achievable without the technology. However, this accessibility involves tradeoffs -the social unacceptability of use at inappropriate times versus the consequences of missing a call when the phone is turned off. In another study, Ling and Yttri (1999) , studied in particular teenage cell phone users through a series of focus group interviews, indicated the adoption of cell phones resulted in new forms of interaction called ''micro-coordination and hypercoordination.'' In Japan, teenagers are supposed to be the driving force in the most use of cell phones (Mitusoaka et al., 2001) . It has been estimated that mobile phone devices will out number televisions and personal computers in a few years. There is another study in Sweden which reiterates the difference between users in different countries. (Baron, 2009) The review of literature also shows that the usage of mobile phone technology has a significant societal influence. The connected nature of the technology is shaping attitudinal changes regarding public and private space of mobile phone usage. There are cross-cultural differences in how customers respond to marketing communication (Svovodoba, 2013) Participants of focus groups in Norway stated that cell phones should not be used in airports, stores, meetings, on trains and buses, at certain social functions, and in theaters, with the most serious offense involving the use of a mobile phone in a restaurant. A study by Palen, Salzman and Youngs [6] (2000) showed that a person's attitude towards public cell phone use changes (becomes more accepting) as they use cell phones more. Their study has studied the perception of mobile phone usage in the public with respect to new mobile users over a period of six weeks after acquisition of phones. Using interviews and voice-mail, their study noted that patterns of mobile phone usage varied over time and there was a significant deviation between the user-predicted usage to their actual usage. Palen [5] predicted that as an adoption of cell phones increases, people will be less concerned about appropriate use, but will still call for "cell-free" zones. (Like hospital, schools etc.)
Significance of the Study
The importance of this area and the study of the behavioral characteristics involved are being just realized. However, relatively few studies are available which look at this issue from a cross cultural perspective, especially the youth segment of the mobile phone user market. Most of the previous studies were conducted in European countries and the United States. A cross-cultural study between users in India and United States will enable a comparative perspective into a mature and developing market.
Objectives of the Study
• To understand in what ways are cell phones used in different cultures and different social settings?
• To understand the perception regarding acceptable use of cell phones in social settings across cultures
• To understand the Safety Issues of using a cellphone while driving in both cultures
• To understand the acceptable and actual use of cellphones among the US students and Indian university students
Research Design
The present study has tried to use the study conducted by Aoki and Downes (2002) as a framework and extend the previous research to include a cross-cultural comparison of university students in the United States and India. Knowing the intrinsic motivation for adopting technology will help us to understand why a technology is used a certain way by a particular group of people (culture). The behavioral characteristics that include usage data such as length of cell phone usage, typical time of cell phone use, average number of calls received/sent, typical location of cell phone use.
Research Statement: "Cultural Differences exist in usage of mobile phones among university students in US and India
Research Instrument used for Data Collection
This research is a questionnaire-based exploratory study to investigate the cross-cultural usage patterns of mobile phones. The study has used basic demographic, motivational and behavioral characteristics of the respondents who are university students.
Motivational questions in the questionnaire were based on findings of focus group interviews conducted by Aoki and Downes (2004) . The behavioral questions were based on the sections suggested in the report of Bautsch et al., (2001) .
The three behavioral sections defined were usage, safety issues, public perception of mobile phones and socially acceptable usage guidelines or etiquette. Additional questions were based on other relevant research. Shared use was incorporated based on the study of phone borrowing by Castells, Mireia, Qiu, and Sey (2004).
The cross-cultural perspectives of text messaging and phone usage while driving were based on the study of French and American users by Issac, Nickerson, and Tarasewich (2004) .
Scope of the Study
Participants for the study included students at universities in the United States and India. Only university students between the ages of 18 -24 years from India and the United States were included in the study. Responses were accepted regardless of full-time or part-time, undergraduate or graduate student who had a reasonable knowledge of the English language.
A non-probability based convenience sampling was used. Thus, the sampling frame comprised of student volunteers from at least one university each in India and United States. In both the cases, the selection of the respondents was based on the researchers' acquaintances and student community known to the author.
Respondents were asked to forward the questionnaire to other acquaintances. A request to participate in the survey were mailed out on open student mailing list in the United States to collect data from undergraduate and post graduates students studying at UCLA. In India, the data was collected from MBA students from Presidency College. The survey was closed after receiving a total of 100 responses, 50 each from both the places. A non-random convenience sampling was used, therefore the respondents are not representative of their populations.
The study was conducted in Sep -Dec 2015 in the city of Bangalore and at UCLA California in the United States. The age group of the respondents was between the ages of 18 -26 years.
Analysis and Discussions
• Demographic Profile of the Sample:
The analysis for the study used a sample of 100 respondents which included 57 men and 43 women. The majority (76%) of the respondents from India were male whereas most of the respondents (62%) from the United States were female. The average American respondent was 23.6 years old and the average Indian respondent was 22.7 years old.
The frequency and cross-tabulation of the education level of the respondents show that all the respondents from India were graduate students, mostly from Presidency College. The respondents from the United States were either undergraduate and postgraduate students at UCLA show a more varied education level.
The respondents from the United States had a greater range of ages with a standard deviation of 7.17 compared the standard deviation of 2.27 among the Indian respondents.
• Findings suggest that there are significant differences in use of phone services such as in the use of text messaging and opinions regarding driving and mobile phone usage. Overall these results suggest students in India use mobile phones d i ff e r e n t l y f r o m t h e i r A m e r i c a n counterparts.
Similarities
• The majority of respondents (94% in India and 98% in the US) indicated that they own the phones they use.
• Most respondents said that they don't share their phone with anyone India (90 %) and USA (92%) and the minority who do so only share their phones with close family members.(refer to Table 3) • When respondents were asked about the reason for acquiring mobile phones, most of the responses indicated the need to use to stay in touch with family and friends, and the need to use in case of emergency or personal safety.
• Across all cultures, the level of tolerance for usage of mobile phones (in public and private spaces) has increased because of the pervasiveness of its use.
Differences
• Twenty-five percent of students in India indicated use in an emergency as the most important reason for acquiring a mobile phone compared to 40% students in the United States.
• An interesting result was, 40% of Indian students choose 'staying in touch with parents' as the highest ranked reason for acquiring a mobile phone compared with only 8% of American students (refer to Table 4) • Respondents over 80% have been using a phone for a long time, at least over a year. Only about 6% from India said that they have had a phone for less than a month, which shows the growing expansion of phone users in India, which is a relatively less mature market than the USA (refer to Table 5) • The opinion was divided about whether the service plan that they have affects the usage of the mobile phone (refer to Table  6 ). From the table we can see that 50% answered "Yes" and 42% answered "No".
There is also no significant difference across both the countries in this case
• 80% percent of US respondents replied that they sometimes make and receive calls while driving compared to 40% of Indian respondents. (refer table 8 ). 36% percent of Indian respondents and only 4 % of US respondents said that they never make and receive calls while driving. (refer table 8) • Another question where the respondents were asked to choose scenarios where they would turn off their phones (refer to table 9). The comments indicated that respondents turn off their phones while traveling in an airplane. 36% of US respondents said they would turn off their cellphones during a movie while none in India (0%) said they would. This is a distinct difference in culture and etiquette
• Respondents from both India and the United States indicated that they use phones more in the evening than any other t i m e o f t h e d a y ( 7 6 % a n d 8 6 % respectively) (refer to table 10). The least used time of the day was in the morning with only 44% and 48% responses from India and the United States.
• For most respondents, their mobile phone was their primary phone 76% in India and 68% in the USA (refer to table 11). It is interesting to note that this number is more in India than in the US, showing the level of mobile penetration in India in recent times.
• Most respondents are happy with their service provider 72% in India and 76% in the USA (refer to table 12). But this does not have any impact on their usage pattern or usage level.
• 80% percent of US respondents replied that they sometimes make and receive calls while driving compared to 40% of Indian respondents. (refer to table 13 ). This may be because the sample was collected on a university campus where there is not a lot of driving involved
• 30% percent of Indian respondents and only 10% of US respondents said that they never make and receive calls while driving. (refer table 14) • 36% of Indian respondents compared to only 18% of US respondents strongly agreed that talking on the phone while driving is dangerous and should be banned by law (refer table 16 ).
• Respondents were asked if they were ever annoyed by someone using a mobile phone. 90% of the US respondents and 62% of Indian respondents replied in the affirmative (refer Table 18 ).
• Most respondents don't want cell phones to be banned in public places. Cell phones are today indispensable even across cultures
• 32% Indian respondents and 24% of US respondents strongly agreed to only allowing discreet or quiet talking on phones in public places(refer Table 20) .A further 32% each of respondents from both countries agreed to the statement.
• 57% disagreed that you can talk loudly in public places (66% Indian respondents and 48% US respondents(refer Table 21 ). This shows that most respondents wanted a particular etiquette to be followed with respect to use of cell phones in public places.
Conclusion
Overall, this study shows that there are significant cultural differences in the perception of mobile phone usage in public settings, and differences were found in the use of text messaging, pattern of usage of the mobile phone instrument, mobile phone conduct while driving and overall usage in India (a developing market) and in US (a mature cell-phone market).
However, these differences, are going to reduce because of the increasing globalization and easy access to newer technologies. Technological advances will transcend the cultural differences and more. For example, even though this survey shows that driving and talking on the phone is less popular in India, with increasing technologies like SIRI and hands-free devices, the younger generation feel more comfortable using their mobile phone while driving. For instance, there is now increasing tolerance towards using a mobile phone in public and respondents of both cultures don't want cell phones to be banned in public places. In the current scenario, the gap in mobile technology across developed and developing countries is closing. Today, cell phones are indispensable even across cultures and gap in usage patterns and etiquette is blurring.
Managerial Implications.
Mobile phones are redefining and blurring the line between public and private spaces.With more Open Plan Office designs mobile phone etiquette may be required to be taught as soft skills to new entrants to respect others' spaceespecially with cross-cultural factors becoming more relevant with the globalization of business.
It is clear that globally the young consumer is a very important market for mobile telephone firms. Therefore firms in this industry must focus on this generation as a key objective for growth and sustainable competitive advantage. This research may serve as useful input to telecommunication companies, researchers (information science, social communication, etc.) and media futurists. This study may help information architects in designing interfaces to meet the unique needs of the particular market. For instance, the results of this research can be used to predict the mobile commerce (m-commerce) behavior of customers and what m-commerce services to provide them with. This is already becoming evident in Indian market where m-commerce and "apps" are ruling the day. If products are linked to the customer location, the results may also provide some help in identifying the types of products that are most likely to be positively received by customers through a mobile medium. Cell phones have become a "subculture" in all realms of our life, both public and private, blurring the boundary between work and private life.
Limitations and Further Research
The limitation of this study is that the study was done in a specific age group and in both places in university campuses. This may not be a representative sample from other areas and across different age categories. The study can be scaled up to retrieve data from other countries and possibly venture into the cultural differences between urban mobile phone users versus rural phone users in India. Also, another area of focus can be on the use of mobile phones in the business area of m-commerce. This aspect has not been explored in this study. NOTE: more than one option has been chosen by the respondents 
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